Introduction
Today one of the major problems faced by humanity is pollution. Pollution is cause to many major diseases. Most of the countries are trying to encounter this problem. But, there is need to take many efforts regarding this.
Pollution is a major problem for developing countries like Pakistan. Many international organization like United Nations and well known Non-Government Organizations (NGOs) are working on this issue. Chan (2001) suggested that knowledge about environmental concern is a beginning point for motivating any nation toward environmental concern. But, countries like Pakistan where literacy rate is also low promoting environmental knowledge is a big problem. Diamantopoulos et al. (2003) recommended that education is a key feature which can stimulate the consumer for adopting green product. McGougall (1993) claimed that consumer role is important for controlling the pollution because 30 % to 40 % of environmental pollution is caused due to the household consumers. So, there is a need that household consumer must adopt green product for reducing the environmental pollution.
In this study, it is tried to investigate the willingness to purchase green product for environmental concern of educated people of Southern Punjab, Pakistan especially areas of Dera Ghazi Khan division.
Reminder paper proceeds as follow: section 2 discus literature review, section 3 discuss methodology and section 4 discuss discussion and finally conclusion. Diamantopoulos et al. (2003) argued that education is a vital factor which can stimulus to change consumers purchase behavior for ecological responsibility. Straughan and Roberts (1999) empirical findings suggest that education is more important factor for developing environmental concern of college students than other demographic variables. Singh (2009) found negative relationship between education of consumer and environmental concern, he further argued that negative relationship is due to continuing education of the consumer. Nittala (2014) found that there is a negative relationship between education and environmental responsibility. Chan (2001) suggested that knowledge of ecological concern is initial point for any nation toward evolving consumer's behavior for purchasing green products. Rezai et al. (2013) found significant impact of consumers' willingness to pay for green foods of these variables like income, gender,environmental friendliness, motivation and food safety. Nittala (2014) found that environmental concern has negative impact on university teachers' for purchasing green products. Conraud-Koellner and Rivas-Tovar (2009) found that there is a necessity to promote the ecological issues.
Literature review 2.1 Education

Environmental concern
H1: There is a positive relationship between environmental concern and willingness to purchase green product. Schwepker and Cornwell (1991) investigated those people which consider there is a pollution, are more motivated to purchase ecological packaged products. Sammer and Wustenhagen (2006) recommended that eco-labeling is a key instrument to control market failure due to the information asymmetry about environmental products. Mohammad et al. (2014) found that eco-labeling is one tool for providing information about product and obeying law. Bougherara and Combris (2009) suggested that eco-labeling is tool of certification and provide information to the consumers about qualities of product regarding environmental concern. Atkinson and Rosenthal (2014) suggested that eco-labeling is signal about the environmental concern of the product.
Eco-labeling
H2: There is positive relationship between Eco-labeling and willingness to purchase green product. Schahn and Holzer (1990) suggested that there is a need to provide necessary knowledge for protecting environment. Bloom (2008) investigated about consumer's lack of information of ecologically products have negative impact on willingness to purchase. Nittala (2014) investigated that lack of information has negative impact on green product willingness to purchase. Pickett-Baker and Ozaki (2008) suggested that firms must provide adequate information about green product in their marketing for developing the confidence of the consumers.
Lack of information
H3: There is negative relationship between lack of information and willingness to purchase green product. Nittala (2014) suggested negative relationship of comfort and willingness to purchase green products. She argued that comfort is a hurdle for motivating consumer to purchase green products.
Comfort
H4: There is negative relationship between comfort and willingness to purchase green product.
Methodology 3.1 Data
A questionnaire survey was adopted by following the work of Nittala (2014) . Data was collected from educated people of southern Punjab, especially focus on Dera Ghazi Khan region in the month of January 2017. Questionnaire was scale on 5 point Likert scale (Strongly disagree to Strongly agree). Dependent variable willingness to purchase green product was a categorical variable (yes and no scale). 500 questionnaire distributed among educated respondents and out of these only 340 received back. After excluding missing data questionnaires, final set of sample consist 305 with appropriate response.
Statistical Analysis
This study performed statistical analysis by using SPSS 16. For testing the reliability of the data, Chronbach Alpha test was performed. For assessing the possibility of multi-collinearity between variables, Pearson correlation test performed. For assessing which factor is related with variable, factor analysis performed. Finally, this study used Logistic regression model for further assessmentof the impact of environmental concern variables over willingness to purchase green product. Table 1 presents the demographic factors of the respondent. According to the study statistics, majority of the respondent were male (61%) of the sample. Majority of the respondents were graduate and postgraduate (87.2 %). 59 % of the respondents were at the age of 20 to 30 years. More than half of the respondents from sample are unmarried (59.34 %).More than half of the sample respondent were students (57.4%). 43.7 % respondents' monthly income was more than 40 thousand. 
Demographic statistics.
Reliability Statistics.
14 items were used to measure the impact of environmental concern over the willingness to purchase green products. Statistics presents the valid Cronbach alpha 0.731. Table 3 presents the factor loading of the concern variables of environmental concern. These values show that variables factors related with variable. Table 4 shows the descriptive analysis of the variables. Average willingness to purchase response is 0.85.Comfort average response is 3.39. Lack of information average response is 3.12. Eco-labeling average response is 3.79.Mean of environmental concern is 3.68. 
Factor Analysis
Descriptive statistics
Correlation analysis
Correlation analysis was performed to check the multicollinearity between variables. Table 5 result of Pearson correlation analysis suggests no multicollinearity between investigated variables. Table 6 Bsuggest that overall 87.9 cases processed accurately from the sample. This shows the accuracy of the response of willingness to purchase or not to green products from respondents. Table 6 Csuggest that environmental concern has negative and insignificant influence over willingness to purchase green product. Comfort has insignificant and positiveinfluence on willingness to purchase green product. Lack of information has negative and significantimpact on willingness to purchase green product. Eco-labeling has positive and significantimpact on willingness to purchase green product.
Regression analysis
Discussion and Conclusion
Logistic regression result suggest that environmental concern has negative and comfort has positive influence on willingness to purchase green product however relationship is insignificant. Based on these findings we can reject the Hypothesis 1 and 4.
Eco-labeling has positive and significant impact on willingness to purchase green product. This finding suggested that providing more information about product environmental concern can stimulate educated consumers for purchasing green product. Eco-labeling can increase the trust of consumers and promote the information of product. This finding provides the criteria for accepting the hypothesis 2.
Lack of information has negative and significant impact on willingness to purchase green product. This result indicate that marketers must provide more information for conveying message about green product and their influence over environment. This finding provides the criteria for accepting the hypothesis 3.
This study has several practical implications, marketers and policy makers can adopt strategies to stimulate the segment of educated people for purchasing green product and reducing pollution.
